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MACQUARIE AUSTRALIA CONFERENCE  
PRESENTATION & TRADING UPDATE 

 
SYDNEY, 6 May 2015: Fairfax Media Limited [ASX:FXJ] Chief Executive Officer 

Greg Hywood will today deliver a presentation at the Macquarie Australia 
Conference in Sydney. 
 
Presentation slides are attached. 
 
Commentary will be lodged separately with the ASX. 
 
Trading Update 

 
The presentation contains updated FY15 H2 revenue trends for the Company for 
the period 1 January 2015 to 26 April 2015 (versus same period in the prior year): 
 
Overall group revenues for continuing businesses are up just under 1% for the 1 
January 2015 to 26 April 2015 period compared to the prior corresponding period.  
 
While this is pleasing, it is important to note that we continue to incur costs to take 
advantage of growth opportunities. 
 
Continuing businesses (which is not like-for-like) includes 100% of MMP (from 
February 2015) and 100% of the Macquarie Radio Network (from April 2015). 96FM 
has been excluded from FY15 and FY14 results following its divestment. 

 
Revenues across our current reporting segments: 

 

 Metro Media, which includes Domain, is up around 7%.  
 

o Publishing revenues are down 7%. 
 

o Domain’s overall revenue is up 54% including the benefit of acquisitions 
(MMP from February 2015 and Allhomes from October 2014), with its total 
digital business up around 32% and domain.com.au up around 27%. 

 

 Australian Community Media is down around 8%. 
 

 New Zealand is up less than 0.5% including currency benefit. 
 

 Radio is up 9% on a continuing business basis which excludes 96FM (which has 
been sold) and includes four weeks of the combined Macquarie Radio Network. 

 
– ENDS – 

 
Contact: 

 
Brad Hatch 

Director of Communications 
+61 2 9282 2168 
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Notes (L-R):  Image 1 – Cost reduction initiatives (Fairfax of the Future and ACM transformation) as a percentage of FY12 cost base; Image 2 –

December 2014 versus December 2011; Image 3 – Capacity utilisation of Sydney and Melbourne printing plants before and after the closure of 

Chullora and Tullamarine; Image 4 – December 2014 versus December 2011; Image 5 – January 2012-January 2014; Image 6 – 

emmaTM  conducted by Ipsos MediaCT, people 14+ for the 12 months ending  Feb 2015, Nielsen Online Ratings Feb 2015 people 14+ only.  

Last four weeks. Nielsen Online Ratings  Feb 2015, Ppl 2+. 



4 



5 



Notes (L-R):  Image 1 – Six months to December 2014 versus six months to December 2011; Image 2 – As at 9 February 2015; Image 3 –  

Six months to December 2014 versus six months to December 2011; Image 4 – Six months to December 2014 versus six months to 

December 2011; Image 5 – Six months to December 2014; Image 6 – emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months 

ending  Feb 2015, Nielsen Online Ratings Feb 2015 people 14+ only.  Last four weeks. Nielsen Online Ratings  Feb 2015, Ppl 2+. 
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Notes (L-R): Image 1 – As at March 2015; Image 2 – As at March 2015; Image 3 – March 2015 versus March 2012; Image 4 – emmaTM 

conducted by Ipsos MediaCT, people 14+ for the 12 months ending Feb 2015, Nielsen Online Ratings Feb 2015 people 14+ only.  Last four 

weeks. Nielsen Online Ratings  Feb 2015, Ppl 2+; Image 5 – Six months to December 2014 versus six months to December 2011; Image 6 

– Six months to December 2014 versus six months to December 2011. 
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Notes (L-R): Image 1 – Six months to December 2014 versus six months to December 2011; Image 2 – 12 months to June 2015 versus 12 

months to June 2013; Image 3 – 12 months to June 2015 versus 12 months to June 2013; Image 4 – April 2015 versus April 2012; Image 5 

– emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months ending Feb 2015, Nielsen Online Ratings Feb 2015 people 14+ only.  

Last four weeks. Nielsen Online Ratings Feb 2015, Ppl 2+, Internal Social Media reports. 
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Notes (L-R): Image 2 – Excludes investment in Stan; Image 3 – Hours of TV series and movies, Gyde Benchmark April 2015. 

. 
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Notes (L-R): Image 2 – Six months to December 2014 versus six months to December 2011; Image 3 – Six months to December 2014 

versus six months to December 2011; Images 4 and 5 – emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months ending Feb 

2015, Nielsen Online Ratings Feb 2015 people 14+ only.  Last four weeks. Nielsen Online Ratings Feb 2015, Ppl 2+; Image 6 – Average 

digital audience uplift achieved to date following implementation of NewsNow editorial system and processes. 
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Notes (L-R): Image 1 – Six months to December 2014 versus six months to December 2011; Image 2 – 12 months to December 2014 

versus 12 months to December 2012, SMI Datamonitor; Image 3 – New Zealanders 15+, Nielsen CMI Q1-Q4 2014; Image 4 – Nielsen 

Online Ratings March 15 Monthly Unique Audience 2+ including applications; Image 5 – Nielsen Market Intelligence Dec 14 (Mobile); 

Image 6 – Nielsen Online Ratings March 15 versus March 12. 
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Notes (L-R): Image 1 – GfK Survey 2, 2015; Image 2 – GfK Survey 2, 2015; Image 3 – GfK Survey 2, 2015. 
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• Continue the transformation of the 

publishing business on the print to 

digital journey 

• Deliver efficiencies 

• Maintain cost discipline 

• Strengthen Domain Group 

• Grow verticals (e.g. Life Media  

& Events) 

• Realise full potential of  

Radio business 

• Develop new growth verticals 

(e.g. Stan) 

• Leverage balance sheet 

strength 
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Overall group revenues for continuing businesses are up just under 1% for the 1 January 
2015 to 26 April 2015 period compared to the prior corresponding period. 

While this is pleasing, it is important to note that we continue to incur costs to take 
advantage of growth opportunities. 

Revenues across our current reporting segments: 

• Metro Media, which includes Domain, is up around 7%.  

- Publishing revenues are down 7%. 

- Domain’s overall revenue is up 54% including the benefit of acquisitions (MMP from 
February 2015 and Allhomes from October 2014), with its total digital business up 
around 32% and domain.com.au up around 27%. 

• Australian Community Media is down around 8%. 

• New Zealand is up less than 0.5% including currency benefit. 

• Radio is up 9% on a continuing business basis which excludes 96FM (which has been 
sold) and includes four weeks of the combined Macquarie Radio Network. 
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Notes: Continuing businesses (which is not like-for-like) includes 100% of MMP (from February 2015) and 100% of the 

Macquarie Radio Network (from April 2015). 96FM has been excluded from FY15 and FY14 results following its divestment. 

 



23 



24 



Summary information 

This presentation contains summary information about Fairfax Media Limited and its activities current as at 6 May 2015. The information in this presentation is of a general 

background nature and does not purport to be complete. It should be read in conjunction with Fairfax Media Limited other periodic and continuous disclosure announcements 

which are available at www.fairfaxmedia.com.au. 

 

Not financial product advice  

This presentation is for information purposes only and is not financial product or investment advice or a recommendation to acquire Fairfax Media Limited securities and has been 

prepared without taking into account the objectives, financial situation or needs of individuals. Before making an investment decision, prospective investors should consider the 

appropriateness of the information having regard to their own objectives, financial situation and needs and seek legal and taxation advice appropriate to 

their jurisdiction. Statements made in this presentation are made as at the date of the presentation unless otherwise stated. 

 

Past performance 

Past performance information given in this presentation is given for illustrative purposes only and should not be relied upon as (and is not) an indication of future performance. 

 

Future performance 

This presentation contains certain “forward-looking statements”. The words “expect”, “should”, “could”, “may”, “predict”, “plan” and other similar expressions are intended to 

identify forward-looking statements. Indications of, and guidance on, future earnings and financial position and performance are also forward-looking statements. Forward-looking 

statements, opinions and estimates provided in this presentation are based on assumptions and contingencies which are subject to change without notice, as are statements 

about market and industry trends, which are based on interpretations of current market conditions. Forward-looking statements including projections, guidance on future earnings 

and estimates are provided as a general guide only and should not be relied upon as an indication or guarantee of future performance. Actual results, performance or 

achievements may vary materially for many projections because events and actual circumstances frequently do not occur as forecast and these differences can be material. This 

presentation contains such statements that are subject to risk factors associated with the industries in which Fairfax Media Limited operates which may materially impact on future 

performance. Investors should form their own views as to these matters and any assumptions on which any forward-looking statements are based. Fairfax Media Limited 

assumes no obligation to update or revise such information to reflect any change in expectations or assumptions. The inclusion of forward-looking statements in this presentation 

should not be regarded as a representation, warranty of guarantee with respect to its accuracy or the accuracy of the underlying assumptions or that Fairfax Media Limited will 

achieve, or is likely to achieve, any particular results. 
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